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Ad-wise & Wavs 


Some Shun Anti- 


By KENNETH McKENNA 

When the American Cancer Society ’s advertising: agency was casting for its 
television commercial campaign^ about 80 actors and actresses were contacted for 

auditions. All but a few 1 -- 

begged off. i 

The excuses were many* but! ] 
what they boilbd down to was 
this: a person who appears on 
TV commercials for a living is 
reluctant to cut himself off from 
a chance at cigaret advertising, j 
With residuals, a tobacco spot 
can mean $15,000 a year. Foe 
public service TV work, there’s 
a one-time fee, explained Dick 
Lord, head of Lord, Geller, Fed¬ 
erico & Partners. | 

Waitress a ‘Find* __ 

talent e,,r ^ord ^reca^Ued Cr Th^r did of Performer* who had nothing cowboy shootdown; the good guy 

minage to ^ * C ° P7 8 \ Ved when the bad * U7 ‘ aUrt 

sionals who* hannened tn h* chief, a photographer s repre- coughing. 

zealous anti-smokers. The rest sentative, a TV announcer and a “We weres making a present, 
were collected on a deadline ba«is bea^ epieler for Cu-cU* Line tion to a client,’ Lord said, “He 
from any source that could be trips around Manhattan In the kept wymgr, 'yeah, yeah,’ until 
found. At the last minute, agency tradition of show biz folklore, we came to the cancer commer- 
emnlovees were tel«»h«nln 4 r their prize find was an attractive cials. He was surprised we had 
friemS—anyone—for help*™ 0 ”5 waitress who worked In a res- don. them. We got the account 
The result was a merry crew ta«» n t , the ,tu j?! 0 ? here Aid to Business 

_ * enmmorniale worn f-ilmari __ . . 


of performers who had nothing 
whatever in common: a copy 
chief, a photograph er's repre¬ 
sentative, a TV announcer and a 
beArded spieler for Circle Line 
trips around Manhattan. In the 
tradition of show biz folklore, 
their prize find was an attractive 
waitress who worked In a res¬ 
taurant near the studio where | 
the commercials were filmed. I 

The Screen Actors Guild took 1 
one look at the commercials and 
\ blew off steam fnstead of smoke, 
i “Why didn't you use profes¬ 
sionals,” a union representative 
asked indfgnantly. Lord ex¬ 
plained. That was that. 

The two commercials that 
Lord, Gelltr, Ffedferico created 
for the Cancer Society have 
achieved a certain fame for the 
agency, which is barely a year- 
and-a-half old; One parodies “the 
pretty people, happy things, pret¬ 
ty places” approach affected by 
cigaret companies on TV. The 
1 other takes off on the standard 


cowboy shootdown; the good guy 
is saved when the bad guys start 
coughing. 

“We were making a presenta¬ 
tion to a client,” Lord said, “He 
kept saying, ‘yeah, yeah/ until 
we came to the cancer commer¬ 
cials. He was surprised we had 
done them. We got the account. 

Aid to Business 

“They've been a big help in our 
business. They've let us demon¬ 
strate what we can do on TV." 

For its upcoming .efforts for 
the Cancer Society, Lord, Geller 
has a simple dodge to heat the 
actor gap. They are using draw¬ 
ings and cartoons. No live people. 
The most striking, one 'shows a 
closeup of, a hand pushing a coin 
into a cigaret machine* As the 
coin clinks, clinks down the slot, 
the camera quickly switches to a 
dice rolling, a whirling roulette 
wheeli race horses at the gate. 
Suddenly, back at the machine, 
a cigaret pack drops out. The 
announcer says: “You lose.” 


Source: https://www.industrydocuments.ucsf.edu/dQCs/rnmjkBQQQ 
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